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Du TWENTY YEARS of subscribing to a number of magazines devoted to 

advertising, selling and business in general, I have encountered a number 
of articles which I wished to keep. The number is somewhere in the thou- 
sands. 

Along about the second or third year, finding myself overrun with tear 
sheets, I began sorting them into file folders, labeled by subject matter, as 
they came along, but without any particular system. Thus: folders on Con- 
tests, Trademark Law, Headlines, Export Advertising, Radio Commercials — 
and so forth. 

It was in my mind that should I ever need suggestions for contests, 
source material on trademark law, instructions on how to compose a head- 
line, etc., I could appeal to my file and find the answers. Much to my aston- 
ishment, as my responsibilities in advertising broadened and as my co-work- 
ers came to know that I possessed such information, the file actually was 
consulted from time to time. This created two additional needs; a method of 
organization and a library card system (to ensure getting back what had 
been borrowed). 








About reprints . . Reprints of this handbook, 14th in the ‘IM Encyclopedia of Market- 
ing” series, are available at 50c each with special quantity prices for lots of 10 or 
more. Order from Reprint Editor, Industrial Marketing, 200 E. Illinois St., Chicago 11. 
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The simplest system of organization appeared to be the Alphabetical 
System. This proved to be cumbersome, because there were many topics 
which might be filed under different headings (distributor, wholesaler, job- 
ber, for example), and many topics which were so broad that they soon de- 
manded rather narrow sub-topics. And, of course, the library card system 
depended upon the structure of the filing system. 

So “Contests” became both “Contests” and “Sales Contests,” and “Trade- 
marks” evolved into “Trademarks,” “Copyrights,” “Patents” — and my file 
grew, still with no particular order. And virtually every evening spent with 
one of my trade papers created the need for more folders. 

Finally, years later, I called a halt to this business of building a file by 
accretion and engaged myself in resolving the whole of the business I was in 
into outline form, from which a workable library system could be established. 

It may be helpful now, to anyone else with a penchant for mutilating 
magazines, to reveal my system — which, in its scope, embraces all of adver- 
tising and marketing knowledge and, in its mechanics, is extremely easy to 
operate. (Particularly since I’ve done the work, and all you have to do is 
save this handbook and then have someone write the numbers on the file 
folder tabs.) 

I first divided my business into nine areas and assigned each a “thou- 
sands” number: 


1000 MARKETING 

2000 MARKETS & DISTRIBUTION 

3000 MERCHANDISING AND SALES PROMOTION 

4000 apvERTISING 

5000 mepiA 

6000 cREATIVE in respect to Media 

7000 creative other than media 

8000 ADVERTISING RESEARCH 

9000 RELATIONS 

In my file, the nine sections are compartmentalized by means of heavy 
dividers, appropriately labeled. 

Then, within each “thousand,” I created no more than nine sub-divisions. 
I restricted the number to nine for digital reasons and also because it was de- 
sirable, at the first stage of separations, to have groupings as broad as possi- 
ble. 

So, to take the simplest case, I divided “MEDIA” into “hundreds,” as 
follows: 


$100 The media business 
5200 Magazines 

5300 Newspapers 

$400 Radio 

5500 Television 

5600 Business papers 
$700 Farm papers 

$800 Direct mail 

5900 Other media 
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This last grouping, “Other media,” may by inference do an injustice to 
Outdoor, Transportation, Theater, etc., but at least there isn’t as much 
printed information on these subjects as on the other eight. 

The next finer division (tens) is also restricted to nine (which took some 
doing), but from then on I used the dash system and there’s no limit to the 
sub-topics. Thus, the file folder 642-4-4 contains articles discussing the pro’s 
and con’s of “Question Headlines,” that being one of the sub-topics under 
“642-4, Headlines,” which comes under “6420, Ad-writing,” one of several 
segments of “6400, Copy,” the fourth part of “6000, Creative.” 

That’s my system, and any full-fledged librarian is undoubtedly squirm- 
ing, but—as I say—this is “one man’s library” and it works just fine. 

One more thing. It takes a while to become familiar with the system 
to the point of being able to drop an article into its proper folder without 
having to hunt all over for the folder. You may wish to alphabetize all the 
topics, so that when, for example, you have an article on co-operative ad- 
vertising, you can look under “C” and find that it belongs in folder “358-4, 
Co-op.” The alphabetical list will also show “432-4-1,” which is a section 
under “Agency Compensation” telling how agencies get paid for co-op ad- 
vertising. 

But the alphabetical listing can be rough at best, because even under 
the single subject “Co-operative Advertising,” I have separate folders for: 


358-4-1 Pro and con 
358-4-2 Legal 
358-4-3 Method 
358-4-4 Double billing 


And you have to watch out for 

176-2 Co-operative advertising, several companies 

215-4-2-4 Co-operative chains 

2400 Co-operatives, farm 

So—rather than fooling around with the alphabetical listing, you’re ad- 
vised to familiarize yourself with the sense of the “thousands” system. Then, 
knowing in general where a topic belongs, you can quickly find it in the 
outline. 
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1000 Marketing 


1100 Economics 1420 Production and prices 
1110 Bibliography 1430 Automation in industry 
1120 Nomenclature 1440 Labor 
1130 Economics of business 1450 Service industries 
1140 Economics of history 1460 Product research 
1150 U. S. economy 1470 Patents 

113-1 Legal 1480 Licensing 
113-2 Current statistics, general 1490 Recruiting of labor 


1200 Forecasts 1500 Factors in marketing 
1210 Accuracy of forecasts 1510 Distribution 
1220 Production 151-1 Trends 
122-1 Statistics 151-2 Legal 
122-2 Methods 151-3 Selecting channel 
122-3 Products of future 151-4 Building distribution 
1230 Distribution 151-5 Warehousing 
123-1 Store of future 1520 Pricing 
1240 Consumption 152-1 Discounts 
124-1 Public 152-1-1 Quantity 
124-2 Industry 152-1-2 Cash 
124-3 Farm 152-2 Financing 
124-4 Government 152-3 Leasing 
124-5 Military 1§2-4 Consignment 
124-6 Public works 1530 Branding 
124-7 Institutions 153-1 National 
124-8 Export 153-2 Private 
1250 Market Characteristics 1540 Timing 
125-1 Public 154-1 Seasons 
125-1-1 Birth rate 154-2 “Weeks,” etc. 
125-1-2 Geriatrics 1550 Consumption 
125-1-3 Family size 155-1 Obsolescence 
125-1-4 Spending power 155-2 Re-order cycle 
125-2 Industry 155-3 Credit 
125-3 Farm 155-4 Weather 
125-4 Government 155-5 Unemployment 
125-5 Military 1560 Collections 
125-6 Public works 1§70 Servicing 
125-7 Institutions 1580 Special problems 
125-8 Export 158-1 Second-hand market 
1260 Marketing 158-1-1 Consumer goods 
1270 The “World of Tomorrow” (a 158-1-2 Industrial goods 
catch-all) 


1600 Marketing strategy 
1300 Business 1610 Marketing concept 
1310 Size ; 
. 1620 Planning 
131-1 Big business 1630 Market research 
131-2 Small business 163-1 Need for 
1313 Mergers 163-2 Sources of information 
1320 New business 163-3 Research services 
1330 Trends 163-3-1 Statistical research 
133-1 Diversification 163-4 Planning 
133-2 Decentralization : 163-4-1 Pre-testing research 
133-3 Geographical shifts 163-5 Field investigation 
1340 Trade associations 163-5-1 Services 
1350 Management consultants 163-5-2 Techniques 
1360 Unions 163-5-2-1 Personal 
163-5-2-2 Telephone 
1400 Factors in production (manufac- 163-5-2-3 Mail 
turing goods and providing serv- 163-5-2-4 Panel 
ices) 163-5-3 Budgeting 
1410 Costs 163-5-4 Problems 
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1600 Marketing strategy (cont'd) 


163-5-4-1 Sample size 
163-5-4-2 Aided vs. unaided 
163-6 Product testing 
163-7 Market testing 
163-7-1 Methods 
163-7-2 Test cities 
163-8 Sales potential 
163-9 Auditing 
163-9-1 Services 
163-10 Overseas research 
163-11 Research report 
1640 Marketing new product 
164-1 Selecting channel 
164-2 Building distribution 
1650 Entering new market 
1660 Industrial marketing 
1670 Special marketing problems 
1680 Successful marketing plans 


1700 Advertising—its relation to mar- 


keting 

1710 Economics of advertising 
171-1 Advertising in U.S. economy 
171-2 Advertising and living stand- 


ar 
171-3 Why advertise 
171-3-1 Relation of advertising 
and selling 
171-3-2 Pre-selling 
171-3-3 Effect of not advertising 
171-3-4 Effect of security values 
171-4 Advertising and prices 
171-5 Advertising and taxes 
171-6 Advertising and free press 
171-7 Advertising in a recession 
171-8 Advertising in wartime 
171-8 Advertising abroad 
1720 Attitudes toward advertising 
172-1 Public 
172-2 Industry 
172-3 Farm 
172-4 Government 
172-5 Labor 
172-6 Education 
172-7 Management 
172-8 Sales Management 
172-8 Salesmen 
172-10 Trade 
172-11 Retail clerks 
1730 Advertising costs 
173-1 History 
173-2 Present 
173-3 Future 
1740 Advertising investments 
174-1 By media 
174-1-1 Consumer 
174-1-2 Industrial 
174-1-3 Farm 
174-1-4 Export 
174-2 By companies 
174-2-1 Consumer goods 
174-2-2 Industrial goods 
1750 Advertising success stories 


175-1 Consumer goods 

175-2 Industrial goods 

175-3 Farm 

175-4 Export 

1760 Special considerations 

176-1 Difference between ‘“‘consu- 
mer” and “industrial” 

176-2 Co-operative advertising, sev- 
eral companies 

176-3 Tie-ins 

176-4 Brand image 

176-5 Checking competitive adver- 
tising 

176-6 Advertising price 

176-7 Advertising by regions, states, 


etc. 
176-8 Reaching captive shops 


1800 Selling 
1810 Sales management 
1820 Sales territories 
1830 The salesman 
183-1 Recruiting 
183-2 Aptitude testing 
183-3 Evaluating effectiveness 
183-4 What buyers think 
1840 Sales training 
184-1 Training courses 
184-2 Training films 
184-3 Sales manuals 
184-4 Sales meetings 
184-4-1 Home office 
184-4-2 Branch office 
184-4-3 Remote 
184-4-3-1 By mail 
184-4-3-2 Closed circuit TV 
1850 Communications 
185-1 Salesmen’s reports 
185-2 From home office 
1860 Selling 
186-1 General principles 
186-1-1 Courses in selling 
186-1-2 Books 
186-1-3 Films 
186-2 Prospecting 
186-3 Getting in 
186-4 Sales “talk” 
186-5 Close 
186-6 Special techniques—direct 
selling 
186-6-1 Public 
186-6-2 Industry 
186-6-2-1 Getting behind pur- 
chasing agent 
186-6-3 Farmers 
186-6-4 Government 
186-6-5 Institutions 
186-6-7 Export 
186-7 Special techniques—selling 
distributors (consumer goods) 
186-7-1 Agents and brokers 
186-7-2 Wholesalers 
186-7-3 Chains 
186-7-4 Rack jobbers 
186-7-5 Retail 

















A System for Organizing a Marketing Library (9) 





1800 Selling (cont'd) 


186-7-5-1 Department stores 
186-7-5-2 Group buying offices 
186-7-5-3 Supermarkets 
186-7-5-4 et seq. 
186-8 Special techniques—selling 
distributors (industrial goods) 
186-8-1 Agents and brokers 
186-8-2 Industrial distributors 
186-8-3 Chains 
186-8-4 Farm equipment distribu- 
tors 
186-8-5 et. seq. 
186-9 Special techniques—miscel- 
laneous 
186-9-1 Retail selling 
186-9-2 Telephone selling 
186-10 The sales call 
186-10-1 Cost 
186-10-2 How many accounts 
186-10-3 How often 
186-10-4 Time per call 
186-10-5 Call-backs 
186-10-6 Team selling 
1870 Sales aids 
187-1 Calling card 
187-2 Visual aids 


187-2-1 Visual presentation (flip- 
flop) 
187-2-2 Film 
187-2-3 Recording 
187-2-4 Application photos 
187-2-5 Scale models 
187-2-6 Comparative charts 
187-2-7 Demonstrations 
187-2-8 Samples 
187-2-9 Slide rule, etc. 
187-3 Give-aways 
187-4 Advertising portfolio 
187-5 Using ad reprints 
1880 Sales incentives 
188-1 Compensation 
188-2 Quotas 
188-3 Bonus 
188-4 Contests 
188-4-1 Incentive plan firms 
1890 Miscellaneous considerations 
189-1 Expense accounts 
189-2 Cost of salesmen’s cars 
189-3 House accounts 
189-4 Field supervision 
189-5 Detailing 
189-6 Direct mail before and after 


calls 
189-7 Selling full line 


2000 Markets & Distribution 


2100 Public 
2110 Statistics 
2120 Characteristics 

212-1 By age 
212-1-1 Infant 
212-1-2 Juvenile 
212-1-3 Teen-age 
212-1-4 College 
212-1-5 Young married 
212-1-6 Family 
212-1-7 Aged 
212-1-8 Retired 

212-2 By sex 
212-2-1 Men 
212-2-2 Women 

212-3 By locality 
212-3-1 Urban 
212-3-2 Apartment dwellers 
212-3-3 Suburban 
212-3-4 Rural 
212-3-5 Geographical 

212-3-5-1 New England 
212-3-5-2 et seq. 

212-4 By product 
212-4-1 Automotive 
212-4-2 et seq. 

212-5 Miscellaneous special markets 
212-5-1 Opinion leaders 
212-5-2 New-rich 
212-5-3 Luxury market 
212-5-4 Leisure market 
212-5-5 Racial markets 


212-5-6 Foreign born 
212-5-7 et seq. 
212-6 Cultural characteristics 
2130 Buying practices 
213-1 Family shopping 
213-2 Shopping times 
213-2-1 Hours 
213-2-2 Days 
213-3 Seasonal factors 
213-4 Impulse buying 
213-5 Brand loyalty 
213-6 Budgeting 
2140 Exposure to advertising 
214-1 Reading habits 
214-2 Listening habits 
214-3 Viewing habits 
214-4 Exposure to other media 
2150 Distribution 
215-1 Private brand 
215-2 Direct to consumer 
215-2-1 House-to-house 
215-2-2 Party plan 
215-2-3 Club plan 
215-2-4 Mail order 
215-2-5 Vending machine 
215-2-6 Repair service 
215-2-7 Replacement 
215-3 Agents, brokers, representa- 
tives 
215-3-1 Statistics 
215-3-2 How they operate 
215-3-3 Lists 
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2100 Public (cont'd) 


215-4 Chains 
215-4-1 Statistics 
215-4-2 How they operate 
215-4-2-1 Involuntary 
215-4-2-2 Voluntary 
215-4-2-3 Franchise 
215-4-2-4 Co-operative 
215-4-3 Lists 
215-5 Wholesalers (jobbers, distribu- 
tors) 
215-5-1 Statistics 
215-5-2 How they operate 
215-5-3 Lists 
215-6 Rack jobbers 
215-6-1 Statistics 
215-6-2 How they operate 
215-6-3 Lists 
215-7 Retail (except chain) 
215-7-1 Statistics 
215-7-2 How they operate 
215-7-2-1 Department stores 
215-7-2-2 et. seq. 
215-7-3 Lists 
215-7-4 The buyer 
215-7-5 The clerk 
215-7-5-1 Sales training 
215-7-6 The advertising dept. 
215-7-7 Special considerations in 
retailing 
215-7-7-1 Private brands 
215-7-7-2 Shopping centers 
215-7-7-3 Downtown stores 
215-7-7-4 Discount house com- 
petition 
215-7-7-5 Self-service 
215-7-7-6 Automation 
215-7-7-7 Price cutting 
215-7-7-8 Loss leaders 
215-7-7-9 Floor space 
215-7-7-10 Stock control 
215-7-7-11 Stock handling 
215-7-7-12 Charge accounts 
215-7-7-13 Walk-outs 
215-7-7-14 Returned goods 
215-8 Leased departments 
215-9 Discount houses 
215-9-1 Statistics 
215-9-2 How they operate 
215-9-3 Lists 
215-10 Via mail order house 
215-10-1 Statistics 
215-10-2 How they operate 
215-10-3 Lists 
215-11 Via premium house 
215-11-1 Statistics 
215-11-2 How they operate 
215-11-3 Lists 
215-12 Special problems in distribu- 
tion 


2200 Industrial 
2210 Statistics 


221-1 Sources of statistics 
221-2 et seq: by markets, alphabeti- 


cally 
2220 Characteristics, by market 
222-1 etseq: markets, alphabetically 
2230 Characteristics, by function 
223-1 Management 
223-2 Financial 
223-3 Research and development 
223-4 Design (0.e.m.) 
223-5 Purchasing 
223-6 Operating (plant management) 
223-7 Production 
223-8 Maintenance 
223-9 Safety 
223-10 Office 
223-11 Sales 
223-12 et seq. 
2240 Characteristics, indirect  influ- 
ences on purchases 
224-1 Architects 
224-2 Banks 
224-3 et seq. 
2250 Buying practices 
225-1 How an order develops 
225-2 Multiple influences 
225-3 Multiple sources 
225-4 Opening for bids 
2260 Reading habits 
2270 Special factors 
227-1 Personnel shifts 
227-2 Seasonal buying 
227-3 Captive shops 
2280 Distribution 
228-1 Private brand 
228-2 Direct 
228-2-1 Original equipment mar- 
ket 
228-2-2 User market 
228-2-3 Repair 
228-2-4 Replacement 
228-3 Agents, brokers 
228-3-1 Statistics 
228-3-2 How they operate 
228-3-3 Lists 
228-4 Distributor chains 
228-4-1 Statistics 
228-4-2 How they operate 
228-4-3 Lists 
228-5 Distributors 
228-5-1 Statistics 
228-5-2 Selective distribution 
228-5-3 How they operate 
228-5-3-1 Mill supply house 
228-5-3-2 et seq. 
228-5-4 Lists 
228-6 Special problems in distribu- 
tion 
228-6-1 Second-hand market 
228-6-2 Warehousing 


2300 Farm markets 
2310 Statistics 
2320 Characteristics 
2330 Buying practices 
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2300 Farm Markets (cont'd) 


2340 Reading habits 
2350 Distribution 
235-1 Private brand 
235-2 Direct 
235-2-1 House-to-house 
235-2-2 Mail order 
235-2-3 Repair 
235-2-4 Replacement 
235-3 Agents, brokers 
235-3-1 Statistics 
235-3-2 How they operate 
235-3-3 Lists 
235-4 Distributors and dealers 
235-4-1 Statistics 
235-4-2 How they operate 
235-4-3 Lists 


2400 Co-operatives, farm 
2410 Statistics 
2420 Characteristics 
2430 Buying practices 


2500 Government 

2510 Statistics 

2520 Characteristics 
252-1 Federal 
252-2 State 
252-3 County 
252-4 Municipal 

2530 Buying practices 
253-1 Federal 


3000 Merchandising & Sales Promotion 


3100 At company level 
3110 Identification 
311-1 Company name 
$11-1-1 Changing company name 
311-1-2 Assimilation by purchase 
or merger 
311-2 Company symbol 
311-3 Company color 
311-4 Company slogan 
3120 Plant sign 
3130 Truck signs 
3140 Calling cards 


3200 At product level 
$210 Identification 
321-1 Brand name 
$21-1-1 How to create 
$21-1-2 Changing brand name 
321-2 Trade mark 
321-2-1 Legal 
321-2-2 Search 
$21-2-3 Styles 
321-2-4 Uses 
321-2-5 Changing the trade mark 
$21-2-6 Protecting by advertising 
321-2-7 Famous trade marks 
321-3 Color 





2800 Imports 


253-1-1 Government agencies 
253-1-2 Lobbyists 

253-2 State 

253-3 County 

253-4 Municipal 


2600 Military 
2610 Statistics 
2620 Characteristics 
2630 Buying practices 


2700 Export market 
2710 Statistics 
2720 Characteristics 
272-1 Consumer goods 
272-2 Industrial goods 
272-3 Governments 
272-4 Common market (E.E.C.) 
2730 Buying practices 
273-1 Legal 
273-2 et. seq: by country 
2740 Reading habits 
2750 Distribution 
275-1 Private brand 
275-2 Direct 
275-3 Export agents—U. S. located 
275-3-1 Statistics 
275-3-2 How they operate 
275-3-3 Lists 
275-4 Distributors 
275-4-1 et seq: by country 





321-4 Shape 
321-5 Slogan 
321-5-1 Registering 
321-6 Trade character 
321-7 Coding 
3220 Packaging 
322-1 Importance in merchandising 
322-2 Types 
322-3 Pre-testing 
322-4 Changing package design 
322-5 Special packaging 
322-5-1 Multiple unit 
322-5-2 Dual-use 
322-5-3 Overseas 
322-5-4 Seasonal 
$22-5-5 Gift 
322-6 Closure 
322-7 Label 
322-8 Decimal packaging 
322-9 Package insert 
322-10 Directions 
322-11 Display packaging 
322-12 Packaging for distributors 
$22-13 Industrial packaging 
3230 Shipping containers 
323-1 Legal 
323-2 Types 
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3200 At product level (cont'd) 


323-3 Special considerations 
323-3-1 Dual-use 
$23-3-2 Advertising on 
323-4 Overseas 
3240 Merchandising devices 
324-1 Guarantee 
324-2 Certification 
324-3 Seal of approval, etc. 
324-3-1 GOOD HOUSEKEEPING 
$24-3-2 PARENTS 
324-3-3 AMERICAN MEDICAL AS- 
SOCIATION 
$24-3-44 UNDERWRITERS’ LAB- 
ORATORIES 
324-3-5 U.S. TESTING 
324-3-6 et seq. 
324-4 Hang-tag, etc. 
324-5 Contract 
$24-5-1 Purchase 
324-5-2 Service 
$250 Pricing 
325-1 Trends 
325-2 Deals 
325-3 Odd figures 
325-4 Net pricing 
325-5 Handling price increase 
3260 Second line 
3270 Grade labeling 


3300 At wholesale level—consumer 


goods 
3310 Policy 
331-1 Printed policy 
331-l-1 Importance of printed 
policy 
331-1-2 Examples 
331-2 Franchise arrangements 
3320 Identification 
3330 Pricing 
333-1 Price lists 
333-2 Discounts 
333-3 Net pricing 
333-4 Deals and allowances 
333-5 Enforcing prices 
3340 Co-operation 
334-1 How to get 
334-2 Missionary work 
3350 Sales training 
335-1 Factory school 
335-2 Sales manual 
335-3 Sales meetings 
335-4 Communications 
3360 Incentives 
3370 Sales aids 
3380 Promotion 
338-1 How to distribute promotion 
material 
338-2 Who pays? 
338-3 Promotion calendar 
338-4 Packaged promotion 


3400 At distributor level—industrial 
goods 








3410 Policy 
341-1 Printed policy 
$41-1-1 Importance of printed 


policy 
341-1-2 Examples 
341-2 Franchise arrangements 
3420 Identification 
3430 Pricing 
343-1 Price lists 
343-2 Discounts 
343-3 Net pricing 
343-4 Deals and allowances 
3440 Co-operation 
344-1 How to get 
344-2 Advisory council 
344-3 Missionary work 
3450 Sales training 
345-1 Factory school 
345-2 Sales manual 
345-3 Sales training 
345-4 Communications 
3460 Incentives 
3470 Sales aids 
347-1 Catalog 
347-2 Selector (chart, slide rule, etc.) 
3480 Promotion 
348-1 External media 
348-1-1 Newspaper 
348-1-2 Local magazine 
348-1-3 Outdoor 
348-1-4 Telephone listing 
348-1-5 Trade shows 
348-1-6 Direct mail 
348-1-7 Catalogs 
348-1-8 Distributor listing in na- 
tional ads 
348-2 Outside store 
348-2-1 Sign 
348-2-2 Window displays 
348-3 Inside store 
348-3-1 Floor display 
348-3-2 Counter display 
348-3-3 Banners, etc. 
348-3-4 Exhibits 
348-3-5 Demonstrator 
348-3-6 Merchandisers, racks, etc. 
348-4 Home demonstration 
348-5 Special considerations 
348-5-1 How to distribute promo- 
tion material 
348-5-2 Who pays? 
348-5-3 Promotion calendar 
348-5-4 Packaged promotion 


3500 At retail level 
3510 Policy 
351-1 Franchise arrangements 
351-2 Key dealers 
3520 Identification 
352-1 Sign 
352-2 Decal 
352-3 Certificate or plaque 
3530 Pricing 
353-1 Price lists 
353-2 Discounts 
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3500 At retail level (cont'd) 


353-3 Deals and allowances 
353-4 Refunds 
3540 Co-operation 
3550 Sales training 
355-1 Factory school 
355-2 Sales manual 
355-3 Sales meeting 
355-4 Communications 
355-5 Sampling of clerks 
355-6 Training through national ad- 
vertising 
3560 Incentives 
356-1 P.M.'s 
356-2 Contest 
3570 Sales aids 
357-1 Catalog 
357-2 Selector (chart, slide rule, 
swatches, etc.) 
3580 Promotion by store 
358-1 External media 
358-1-1 Newspaper 
358-1-1-1 Prepared mats 
358-1-1-2 Store ads 
358-1-2 Air media 
358-1-3 Outdoor 
358-1-4 Telephone listing 
358-1-5 Shows, fairs, etc. 
358-1-6 Direct mail 
358-1-7 Catalogs 
358-1-8 Dealer listing in national 
ads 
358-1-9 Tie-in with national ads 
358-2 Outside store 
358-2-1 Sign 
358-2-2 Window displays 
358-3 Inside store 
358-3-1 Floor display 
358-3-2 Counter display 
358-3-3 Banners, etc. 
358-3-4 Exhibits 
358-3-5 Demonstrators 
$58-3-6 Merchandisers, racks, etc. 
358-3-7 Dispenser 
358-3-8 Shelf strips 
358-4 Co-op advertising 
358-4-1 Pro and con 
358-4-2 Legal 
358-4-3 Methods 
358-4-4 Double billing 
358-5 Special considerations 
358-5-1 How to distribute promo- 
tion material 
358-5-2 Who pays? 
358-5-3 Promotion calendar 
358-5-4 Packaged promotion 
358-5-5 Helping set up ad depart- 
ment 
358-5-6 Trading up 


358-5-7 Increasing unit of sale 
358-5-8 Promotion kit 
3590 Stocking 
359-1 Inventory 
359-2 Fill-ins 
359-3 Shelf position 


3600 At consumer level — public 
3610 Financing 
361-1 Installment 
361-2 Lease 
361-3 Contract 
361-4 Trade-in 
361-5 Service policy 
3620 Free trial 
3630 Sampling 
363-1 Pro and con 
363-2 Methods of distributing 
3640 Premiums 
364-1 Pro and con 
364-2 Types 
364-3 Premium houses 
364-4 Methods of distributing 
364-5 Pre-test 
364-6 Promotion 
3650 Couponing 
365-1 Pro and con 
365-2 Methods 
365-3 Clearing house 
3660 Trading stamps 
366-1 Pro and con 
366-2 Legal 
366-3 Stamp houses 
366-4 Methods 
3670 Contests 
367-1 Pro and con 
367-2 Legal 
367-3 Contest houses 
367-4 Methods 
367-5 Examples 
3680 Specialties 


3700 At consumer level — industrial 
$710 Financing 
371-1 Installment 
371-2 Lease 
371-3 Contract 
371-4 Trade-in 
371-5 Service policy 
371-6 Investment analysis 
3720 Free trial 
3730 Demonstrations 
373-1 Traveling exhibit 
373-2 On job 
373-3 Scale model 
3740 Contests 
3750 Specialties 


3800 Budgeting 
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4210 Legal 435-5-1-2 Copy writer 
421-1 F.T.C. 435-5-1-3 Technical writer 


421-2 Postal laws 
421-3 Copyrights 
421-4 Protection of ideas 
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421-6 Use of “free”, etc. 
421-7 Use of stamps, coins, etc. 
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421-9 Un-used time or space 
421-10 Short-rating 
4220 Association codes 
422-1 AAAA 
422-2 et seq. 
4230 Censorship 
423-1 By associations 
423-2 By media 
423-3 Better Business Bureau 


4300 Agency 
4310 Function in marketing 
431-1 History of agency system 
431-2 What an agency does 
431-3 Specific agency services 
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431-3-2 Research 
431-3-3 Promotion 
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4320 Miscellaneous 
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432-2 Mergers 
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433-1 Commission system 
433-1-1 History 
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433-2 Fee system 
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433-4 Special charges 
433-4-1 Charge for handling co-op 
433-5 Profitability 
433-6 House agency 
4340 New business 
434-1 Agency advertising 
434-2 Solicitation 
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434-2-2 Presentations 





435-5-1-4 Free lance 
435-5-2 Art 
435-5-2-1 Art director 
435-5-2-2 Buying art 
435-5-3 Radio 
435-5-4 Relevision 
435-5-5 Production 
435-6 Market research 
435-6-1 Why a research depart- 
ment in an agency 
435-6-2 How it operates 
435-6-3 Library 
435-6-4 How agencies use re- 
search firms 
435-7 Copy research 
435-8 Media 
435-8-1 Media relations 
435-9 Plans board 
435-10 Merchandising 
435-11 Public relations 
435-12 Traffic 
435-13 Reception room 
4360 Personnel 
436-1 Salaries 
436-2 Contracts 
436-3 Turn-over 
436-4 Training course 
4370 Agency billings 
4380 How to get a job in an agency 


4400 Client 
4410 Agency-client relationship 
441-1 Selecting agency 
441-1-1 Principles 
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4420 Advertising manager 
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4430 Advertising department 
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443-2 Functions 
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4400 Client (cont'd) 


4470 Management 
447-1 Attitude toward advertising 
447-2 Presenting budget to manage- 
ment 
4480 Advertising-sales integration 


4500 Advertising plan 
4510 Importance of a plan 
4520 How to plan 
4530 What plan consists of 
4540 How to write a plan 
4550 How to present a plan 
4560 Why an annual plan 
4570 Situation survey 
4580 Continuity of campaign theme 


4600 Budget 
4610 How to determine budget 
4620 What goes into budget 
4630 Getting budget approved 
4640 Keeping track of expenditures 


4700 Selling the value of advertising 
4710 To the public 


4720 To management 
4730 To salesmen 
4740 To dealers 
4750 To schools 
4760 To labor 

4770 To government 


4800 Merchandising the advertising 
4810 To management 
4820 To salesmen 
4830 To the trade 
4840 Merchandising by media 


4900 Miscellaneous considerations 
4910 Continuity 
4920 Repetition 
4930 Frequency 
4940 Size 
4950 Color 
4960 Seasonal 
496-1 Consumer 
496-2 Industrial 
496-3 Farm 
4970 User vs. non-user 
4980 Job application (industrial) 


5000 Media 


5100 The media business 
5110 Media selling 
5120 Media promotion 
5130 Media merchandising 
5140 Rates 
§14-1 Discounts 
514-2 Cash discount 
514-3 Rate changes 
5150 Considerations in media selection 
515-1 Circulation methods 
§15-1-1 Paid 
515-2 Solicitation methods 
515-3 Auditing 
515-4 Duplication 
515-5 Renewal 
515-6 Pass-along 
515-7 Media preference studies 
515-7-1 Pro and con 
515-7-2 Method 
515-8 Evaluation of editorial content 
515-9 Evaluation by inquiry response 


5200 Magazines 
5210 In general 
521-1 Rates 

§21-2 Circulation methods 
521-3 Renewals 

§21-4 Auditing 

§21-5 Promotion 

5220 Types 

522-1 Mass 

§22-2 News 

522-3 Men's 

522-4 Women’s 


522-4-1 Household 
522-4-2 Fashion 
522-5 Juvenile 
522-6 Shelter 
522-7 Specialized 
522-7-1 Sport 
522-7-2 Class 
522-7-3 Travel 
522-7-4 Hobby 
522-7-5 et seq. 
522-8 Religions 
522-9 Regional and local 
522-10 College 
522-11 Export 
5230 Physical factors 
523-1 Size 
523-2 Covers 
523-3 Preferred position 
523-4 Bleed 
523-5 Color 
523-6 Special effects 
523-7 Multiple page ads 
523-8 Position 
§23-8-1 Front or back 
523-8-2 Left or right 
523-8-3 Next editorial 
523-8-4 On page 
5240 Reading habits 
524-1 Effect of TV 
524-2 Seasonal factors 
5250 Measurement 
525-1 Eastman 
§25-2 Starch 
525-3 et seq. 
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5200 Magazines (cont'd) 


5260 Mail order departments 
§270 Merchandising 
5280 Special considerations 
528-1 Special issues 
528-2 Sectional editions 


§28-3 Industrial advertising in con- 


sumer magazines 


5300 Newspapers 
5310 In general 
531-1 Rates 
§31-2 Circulation methods 
§31-3 Auditing 
531-4 Promotion 
5320 Types 
532-1 Daily 
532-2 Sunday 
532-3 Weekly 
532-4 Magazine supplement 
532-5 Roto 
532-6 Comic section 
§32-7 Tabloid 
532-8 Small town 
532-9 Foreign language 
532-10 Religions 
532-11 Labor 
532-12 Shopping news 
532-13 College 
§330 Physical factors 
533-1 Size 
533-2 Preferred position 
533-3 Color 
533-4 Special effects 
533-5 Position 
533-5-1 Page 
533-5-2 Section 
533-5-3 Left or right 
533-5-4 On page 
5340 Reading habits 
534-1 Effect of TV 
534-2 Seasonal factors 
5350 Measurements 
5360 Merchandising 
5370 Special considerations 
537-1 Special issues 


537-2 Good advertising days 


537-3 Local advertising 
537-3-1 Local rates 


537-3-2 Tie-in with national ads 


537-4 Classified ads 
537-5 Retail ads 


537-6 Industrial advertising in news 


papers 


5400 Radio 

5410 In general 
541-1 Rates 
§41-2 Auditing 
541-3 Promotion 

5420 Types 
§42-1 Network 
542-2 Local 
§42-3 Spots 


542-4 FM 
5430 Mechanical 
543-1 How to make transcriptions 
543-2 How to distribute transcrip- 
tions 
543-3 How to prepare copy 
543-4 AFTRA regulations 
5440 Listening habits 
544-1 Competition from TV 
544-2 Daytime vs. night-time 
544-3 Auto radios 
44-4 Outdoor 
544-5 Seasonal factors 
5450 Measurements 
5460 Merchandising 
5470 Special considerations 


5500 Television 

5510 In general 
551-1 Rates 
551-2 Auditing 
551-3 Promotion 

5520 Types 
552-1 Network 
552-2 Local 
552-3 Spots 
552-4 UHF 
552-5 Pay-TV 

5530 Mechanical 
553-1 Live vs. film 
553-2 How to make film 
553-3 How to distribute film 
553-4 How to prepare copy 
553-5 Story boards 
553-6 AFTRA regulations 
553-7 Syndicated film 

5540 Viewing habits 
554-1 Daytime vs. night-time 
554-2 Seasonal factors 

5550 Measurements 

5568 Merchandising 

5570 Special considerations 
557-1 Packaged shows 
557-2 Free plugs 
557-3 Subliminal 


5600 Business papers 
5610 In general 
561-1 Rates 
561-2 Circulation methods 
561-3 Renewals 
561-4 Auditing 
561-4-1 ABC 
561-4-2 BPA 
561-4-3 VAC 
5620 Types 
562-1 By circulation method 
562-1-1 Paid 
562-1-2 Controlled 
562-1-3 Franchise 
562-1-4 Association 
§62-1-5 Manufacturer-published 
562-2 By audience 
562-2-1 Management 
562-2-2 Horizontal 
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5600 Business papers (cont'd) 


562-2-3 Vertical 
562-2-4 Association 
562-2-5 Professional 
562-2-5-1 Architectural 
562-2-5-2 et seq. 
562-2-6 Regional 
562-2-7 Trade 
562-2-8 Export 
562-3 By physical characteristics 
562-3-1 Standard 
562-3-2 Tabloid 
562-3-3 King-size 
5630 Physical factors 
563-1 Size 
563-2 Covers 
563-3 Preferred position 
563-4 Inserts 
563-5 Bleed 
563-6 Color 
563-7 Special effects 
563-8 Multiple-page ads 
563-9 Position 
563-9-1 Front or back 
563-9-2 Left or right 
563-9-3 Next editorial 
563-9-4 On page 
5640 Reading habits 
564-1 Amount of reading 
564-2 At home or in office 
564-3 Pass-along 
564-4 Seasonal factors 
564-5 “Regular” reading 
5650 Measurements 
5660 Merchandising 
5670 Special considerations 
567-1 Special issues 
567-2 Grouping ads in sections 


567-3 Circulation analysis by S.I.C. 


567-4 Too many? 


5700 Farm papers 
5710 In general 
§720 Types 
5730 Physical factors 
5740 Reading habits 
5750 Measurements 


5800 Direct mail 

5810 In general 
581-1 vs. other media 
581-2 Readership and waste 
581-3 Ways to use 
581-4 Testing 
581-5 Timing 
581-6 Continuity 
581-7 Costs 

5820 Postal laws 
582-1 Domestic 
582-2 Export 

5830 Lists 
583-1 Building 
583-2 Sources 
583-3 Maintaining 
583-4 Cleaning 


5840 Physical factors 
584-1 Envelope 
584-1-1 Styles 
§84-1-2 Corner card 
584-1-3 Indecia 
584-1-4 Stamp 
584-1-5 Addressing 
584-1-6 Permit 
§84-1-7 First day cover 
584-2 Letter 
584-2-1 Styles 
584-2-2 Stock 
584-2-3 Letterhead 
584-2-4 Fill-in 
§84-2-5 Salutation 
584-2-6 Signature 
584-3 Reply card 
584-3-1 Legal 
§84-3-2 Styles 
5850 Special forms 
585-1 Legal 
585-2 Postcard 
585-2-1 Regular 
585-2-2 Giant 
585-2-3 Double 
585-3 Self-mailer 
585-4 Broadside 
585-5 Blotter 
585-6 Flyer 
585-7 Pop-ups 
585-8 Recording 
5860 Reproduction methods 
5870 Catalogs 
587-1 Importance of 
587-2 Use 
587-3 Types 
587-4 Design 
587-5 Distribution 
587-6 Keeping up-to-date 
587-7 Promoting use 


5900 Other media 
§910 Outdoor 
591-1 Billboards 
591-2 Posters 
591-3 Spectaculars 
§920 Transporatation 
592-1 Railroad 
592-2 Subway 
592-3 Streetcar and bus 
§930 Theatre 
593-1 Movie house 
593-2 Clubs, etc. 
§93-3 Distribution 
5940 Directory 
5950 Telephone directory 
5960 Catalog 
596-1 Pre-filed 
596-2 Wholesaler and retailer 
5970 Trade shows 
§97-1 List of shows 
597-2 Measurement 
597-3 Budgeting 
5980 Miscellaneous 
598-1 Match covers 
598-2 Aerial 
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6000 Creative (in respect to media) 


6100 General 

6110 Principles of good advertising 

6120 Ideas 
612-1 How to get ideas 
612-2 Brainstorming 

6130 Visualization vs. copy 

6140 Special considerations 
614-1 Coined phrases 
614-2 Copyright 
614-3 Trade mark notice 
614-4 Patent notice 


6200 Objectives 
6210 Plan 
6220 Copy policy 
6230 Objectives 
623-1 Promote company (institution- 
al) 
623-2 Promote product 
623-3 Promote services 
623-4 Promote dealers 
623-5 Promote salesmen 
623-6 Get orders 
623-7 Get inquiries 
623-8 Build distributors 
623-9 Enthuse dealers 
623-10 Gain support of other parties 
623-10-1 Architects 
623-10-2 Banks 
623-10-3 Consulting engineers 
623-10-4 Doctors 
623-10-5 et seq. 
623-11 Build acceptance with cus- 
tomers 
623-12 Tie-ins 
623-13 Special problems 


6300 Visualization 
6310 Layout 
631-1 Principles of good layout 
631-2 Styles 
631-3 Special problems 
631-3-1 Handling signature 
631-3-2 et seq. 
6320 Illustration 
632-1 Principles of good illustration 
632-2 Art vs. photography 
532-3 Art 
632-3-1 Styles 
632-4 Photography 
632-4-1 Value of photos 
632-4-2 How to take 
632-4-3 How to get 
632-4-4 Photo services 
632-4-4-1 Stock photos 
632-4-4-2 Location shots 
632-4-5 Models 
632-4-5-1 Model agencies 
632-4-5-2 Releases 
632-4-6 Retouching 
632-4-7 Cropping 


632-4-8 Stereos 
632-4-9 Who owns negatives 
6330 Graphics 
633-1 Color 
633-1-1 Science of color 
633-2 Typography 
633-3 Mechanical production 
633-3-1 Composition 
633-3-2 Proof-reading 
633-3-3 Engraving 
633-3-4 Electrotyping 
633-3-5 Mats 
633-3-6 Printing 
633-4 Magazine inserts 
633-5 Shipping plates 
633-5-1 Domestic 
633-5-2 Export 
6340 Special effects 
634-1 Legal 
634-1-1 Media 
634-1-2 Postal 
634-2 Special stock 
634-3 Special inks 
634-4 Die-cuts 
634-5 Swatches, tip-ons, etc. 
634-6 Trick folds 
634-7 Scents 


6400 Copy 
6410 Writing in general 
641-1 Grammar 
641-2 Words 
641-3 Cliches 
6420 Ad-writing 
642-1 Importance of copy 
642-2 The copywriter 
642-2-1 Approaching the job 
642-2-2 The great copywriters 
642-3 Principles of good copy 
642-3-1 In general 
642-3-2 Techniques 
642-3-3 Believability 
642-3-4 Cleverness 
642-3-5 Positive vs. negative 
642-4 Headlines 
642-4-1 Rules 
642-4-2 Long or short 
642-4-3 Positive vs. negative 
642-4-4 Question headline 
642-4-5 Selecting the audience 
642-4-6 Company or brand name 
in headline 
642-4-7 Sub-heads 
642-5 Body copy 
642-5-1 Lead 
642-5-2 Reader’s language 
642-5-3 Words 
642-5-4 Specificity 
642-5-5 Proof of claim 
642-5-6 “Advertising compara- 
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6400 Copy (cont'd) 


642-5-7 Coined words and phrases 
642-5-8 Abbreviations 
642-5-9 Close 
642-6 Captions 
642-7 Special copy problems 
642-7-1 Difference between consu- 
mer and industrial 
642-7-2 Long or short 
642-7-3 Abbreviations 
642-7-4 Technical copy 
642-8 How io get copy facts 
642-8-1 Outside sources 
642-8-2 Getting case studies 
642-8-3 Getting endorsements 
642-8-3-1 Sources 
642-8-3-2 Legal 
642-8-3-3 Release 
642-8-4 The “hat trick” 


6500 Special techniques—by media 
6510 Magazines 
651-1 Mass 
651-2 News 
651-3 Men's 
651-4 Women’s 
651-4-1 Household 
651-4-2 Fashion 
651-5 Juvenile 
651-6 Shelter 
651-7 Specialized 
651-7-1 Sport 
651-7-2 Class 
651-7-3 Travel 
651-7-4 Hobby 
651-7-5 et seq. 
651-8 Export 
6520 Newspapers 
652-1 Daily 
652-2 Roto 
652-3 Comics 
652-4 Classified 
652-5 Retail 
652-6 Mats 
652-7 Syndicated material 
6530 Radio 
653-1 Show production 
653-2 Commercials 
653-3 Jingles 
6540 Television 
654-1 Show production 
654-1-1 Animation 
654-2 Commercials 
654-2-1 Live 
654-2-2 Slide 
654-2-3 Film 
6550 Business papers 
655-1 Standard 
655-2 Product news (tabloid) 
655-3 Trade (dealer) 
6560 Farm 
6570 Other media 
657-1 Outdoor 
657-2 Transportation 


657-3 Theatre 
657-4 Directory 
657-5 Telephone directory 
657-6 Catalog 
657-7 Trade show exhibits 
657-8 Miscellaneous 
657-8-1 Match covers 
657-8-2 Aerial 
657-8-3 Napkins 
657-9 Foreign 
657-9-1 Translations 


6600 Special techniques—by 
6610 Automotive 
6620 Bank 
6630 et seq. 


6700 Special techniques—by cudience 
6710 Public 
671-1 Men 
671-2 Women 
671-3 Young marrieds 
671-4 Teen-agers 
671-5 College 
671-6 Juvenile 
671-7 Urban 
671-8 Apartment dweller 
671-9 Suburban 
671-10 Rural 
671-11 Geographical 
671-11-1 New England 
671-11 2 et seq. 
671-12 Racial 
671-13 Foreign-born 
6720 Industrial, by title 
672-1 Management 
672-2 Financial 
672-3 Research and development 
672-4 Design 
672-5 Purchasing 
672-6 Operating 
672-7 Production 
672-8 Maintenance 
672-9 Safety 
672-10 Office 
672-11 Sales 
672-12 et seq. 
6730 Industrial, by industry 
673-1 Architects 
673-2 et seq. 
6740 Trade 
674-1 Appliance dealers 
674-2 et seq. 
6750 Export 
675-1 Public 
675-2 Industrial 
675-3 Trade 
6760 Recruiting 





6800 Special techniques—mi 
6810 Mail order 
681-1 General principles 
681-2 Layout 
681-3 Copy 
681-4 Keying 
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6800 Special techniques—misc. (cont'd) 


681-5 Coupon 
681-6 Testing 
6820 Inquiry-seeking 

682-1 General principles 

682-2 The offer 

682-3 Copy 

682-4 Keying 

682-5 Coupon 

682-6 Recording 

682-7 Acknowledgement 
682-7-1 Blocking letter 

682-8 Analysis 

682-9 Follow-up 
682-8-1 By mail 


682-9-2 By salesmen 
6830 Small space 
6840 Comic strip 
6850 Endorsements 
6860 Dealer listing 
6870 Retail 
6880 Classified 
6890 Recipes 


6900 Swipe file 

6910 The great ads 
6920 Consumer 
6930 Industrial 
6940 Trade 

6950 Farm 

6960 Export 

6970 Retail 


7000 Creative (other than media) 


7100 Direct mail 
7110 Envelopes 
711-1 Design 
711-2 Corner card 
711-3 Indecia 
7120 Letter 
712-1 Letterhead 
712-1-1 Stock 
712-1-2 Design 
712-2 The “hook” 
712-3 The letter 
7124 The offer 
712-5 The close 
712-6 Gimmicks 
7130 Reply card 
7140 Postcard 
7150 Self-mailer 
7160 Broadside 
7170 Blotter 
7180 Flyer 
7190 Special effects 
719-1 Stock 
719-2 Ink 
719-3 Die-cuts 
718-4 Swatches, tip-ons 
719-5 Folds 
719-6 Pop-ups 
719-7 Scented paper 
719-8 Gimmick mailings 
719-9 X-Ray 
719-10 Miniature photos 


7200 Printed material 
7210 Product literature 
721-1 Forms 
721-2 Design 
721-3 Copy 
7220 Ad reprints 
7230 Instruction manual 
7248 Calendar 
7250 Comic books 
7266 Catalog 
726-1 Science of cataloging 
726-2 Forms 


726-3 Design 
726-4 Parts catalog 
7270 House organ 
727-1 How to publish 
727-2 Reporting 
727-3 Editing 
727-4 Design 
727-5 Distribution 
7280 Plant facilities brochure 


7300 Packaging 
7310 Psychology of package design 
7320 Forms 
7330 Design 
733-1 Shape 
733-2 Color 
733-3 Composition 
7340 Directions 
7350 Package inserts 
7360 Shipping containers 


7400 Sales aids 
7410 Calling cards 
7420 Visual presentation 
7430 Film 
743-1 Movie 
743-2 Slide 


7500 Point-of-purchase 
7510 Outside signs 
7520 Window display 
7530 Floor display 
7540 Counter display 
7550 Literature 
7560 Banners 
7570 In-store signs 
7580 Traveling exhibits 


7600 Psychology of design 
7610 Shape 
7620 Color 
7630 Composition 
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8000 Advertising Research 


8100 In general 
8110 Need 
8120 Relation to creative functions 
812-1 Pro and con 


812-2 Attitudes of creative people 


8130 Measurements in general 


8140 Advertising research organiza- 


tions 


8200 Pre-test 

8210 Theory 

8220 Methods 
822-1 Jury 
822-2 Word association 
822-3 Eye camera 
822-4 Psychometric 
822-5 Cash alternative 
822-6 Program analyzer 
822-7 et seq. 


8300 Post-test 
8310 Theory 
8320 Methods 
832-1 Sales 
832-2 Brand recognition 
832-3 Brand preference 
832-4 Penetration of idea 
832-5 Split run 
832-6 Readership studies 
832-6-1 Gallup-Robinson 
832-6-2 Starch 
832-6-3 Readex 
832-6-4 ARF 
832-6-5 et seq. 
832-7 Listenership and viewing 
studies 
832-8 Inquiries 
832-9 Fingerprint 
8330 Special considerations 
833-1 Inquiries vs. readership 
833-2 User vs. non-user 
833-3 Job interest 
833-4 Thick vs. thin issues 


8400 Findings of advertising research 
8410 Re: consumer advertising 
841-1 Magazines 


841-2 Newspapers 
841-3 Radio 
841-4 Television 
841-5 Direct mail 
841-6 Outdoor 
8420 Re: farm advertising 
842-1 Farm papers 
842-2 Radio 
842-3 Television 
842-3 Direct mail 
8430 Re: industrial advertising 
843-1 Business papers 
843-2 Direct mail 
8440 by readership services—consu- 
mer 
844-1 Gallup-Robinson 
844-2 Starch 
844-3 Readex 
844-4 ARF 
844.5 ANPA 
844-6 et seq. 
8450 By readership services—indus- 
trial 
845-1 Gallup-Robinson 
845-2 Starch 
845-3 Readex 
845-4 Shepard 
845-5 Fosdick 
845-6 ARF 
845-7 IARI 
845-8 et seq. 
8460 By advertising authorities 
846-1 et seq. 
8470 By publishers 
847-1 et seq. 
8480 Checklists 
848-1 et seq. 


8500 Editorial research 


8510 Methods 
8520 Findings 


8600 Motivation research 


8610 Theory 
8620 Method 
8630 Services 
8640 Findings 
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9000 Relations 


$100 Internal 9750 Open house 
9110 Recruiting $760 Export 
9120 Welcome to new employees 
9130 Training manual 9800 Publicity 
$140 Communications $810 In general 
914-1 Internal house organ 9820 Getting stories 
914-2 Bulletin board 9830 Types 
914-3 Management newsletter 983-1 Company news 
9150 Interpret annual report 983-2 Personnel news 
9160 Plant tour (for employees and $83-3 New products 
families) 983-4 Newsworthy happenings 
9170 Suggestion system 983-5 Case histories 
9180 Opinion research 983-6 Articles 
9190 Advertising during a strike 983-7 et seq. 
9840 Releases 
$200 Community 984-1 Do's and don'ts 
$210 Relations with: 984-2 Form of release 
921-1 Local government 984-3 How to write 
921-2 Press 984-4 Photos 
921-3 Schools 984-4-1 How to get 
921-4 Organizations 984-4-2 Release 
9220 Methods 984-5 Photo captions 
922-1 Local media 984-6 Mats 
$22-2 Plant sign 984-7 Paying for cuts 
922-3 Truck sign 9850 Clipping services 
922-4 Plant tour 9860 Measuring effectiveness 
§22-5 Charities 9870 Offer materials to other adver- 
tisers 


$300 Stockholders 
9310 Annual report 9900 Special projects 


9320 Dividend notice z 
9330 Stockholder relations 9910 Reception room 
9340 Stockholder meetings 991-1 Display 
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